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INSTRUMEN PENELITIAN (ANGKET) 
PENGARUH SOCIAL MEDIA NETWORKS TERHADAP 
KEPUTUSAN MENGINAP DI NOVOTEL BANDUNG 
(Survei terhadap Tamu Individu yang Memutuskan Menginap di Novotel Bandung) 
 
Bapak/Ibu yang kami hormati, 
Saya mahasiswa Manajemen Pemasaran Pariwisata, Fakultas Pendidikan 
Ilmu Pengetahuan Sosial, Universitas Pendidikan Indonesia. Dalam hal ini 
kami sedang mengadakan penelitian. Kuisioner ini berhubungan dengan 
persepsi Anda sebagai tamu pada Novotel Bandung. Atas bantuan, kesediaan 
waktu, dan kerjasamanya saya ucapkan terimakasih. 
I. Karakteristik Responden 
1. Jenis Kelamin :  
 Pria             Wanita 
2. Usia :   
  18-25 tahun             26-34 tahun  
  35-43 tahun            > 43 tahun 
3. Asal Tinggal :   
  Bandung             Jakarta                 Tangerang  
  Yogyakarta             Bali                Lainnya…… 
4. Status: 
 Menikah             Belum Menikah  
5. Pendidikan Terakhir: 
 SMA              Diploma                S1 
 S2              S3     
6. Pekerjaan : 
 Pelajar / Mahasiswa     Pegawai swasta  Pegawai Pemerintah 
 TNI/Polri             Wirausaha  Lainnya…. 
7. Penghasilan per bulan : 
 < Rp. 2.500.000                               Rp. 2.500.000 – Rp. 5.000.000,- 
 Rp. 5.000.000 - Rp.7.500.000,-  > Rp. 7.500.000  
  
II. Pengalaman Tamu 
1. Bersama siapa anda menginap di Novotel Bandung? 
 Keluarga    Teman / Sahabat 
 Kantor / Mitra kerja   Lainnya ................ 
2. Berapa lama anda menginap di Novotel Bandung? 
 1 malam  2-3 malam   4-5 malam  > 1 minggu
  
3. Berapa rata-rata biaya yang anda keluarkan saat menginap di 
Novotel Bandung? 
 Rp. 1.000.000 – Rp. 3.000.000      Rp.3.000.000 – Rp. 5.000.000 
 Rp. 5.000.000 – Rp. 8.000.000     > Rp. 8.000.000 
4. Apakah sebelum melakukan reservasi, anda membaca opini positif 
mengenai Novotel Bandung?  
 Ya      Tidak  
Jika ya, darimana? 
 Agoda                    Tripadvisor        Social media    
5. Darimana anda mendapatkan informasi mengenai Novotel 
Bandung? 
 Social media        Website Novotel Bandung  
 Kerabat       Travel agent   
6. Apakah social media aktif yang anda miliki? 
 Facebook      Twitter         Instagram       Semua 
7. Berapa lama dalam 1 hari anda menggunakan Social media? 
 1-2 jam  3-4 jam   5-6 jam  >6 jam  
 
III. Penilaian responden mengenai pengaruh social media networks 
terhadap keputusan menginap 
No. Indikator 
Alternatif 
Jawaban 
Rentang 
Nilai 
Alternatif 
Jawaban 
A. Trust 
1. Kepercayaan tamu 
terhadap social 
media Novotel 
Bandung  
Sangat Baik 
 
5  4  3  2  1 
Sangat 
Tidak baik 
2. Kepercayaan tamu 
terhadap testimonial 
dan review positif 
dari konsumen yang 
telah menginap di 
Novotel Bandung 
Sangat Baik 5  4  3  2  1 
Sangat 
Tidak baik 
3. Kepercayaan tamu 
terhadap informasi 
promo dan produk 
yang ditawarkan 
Novotel Bandung 
Sangat Baik 5  4  3  2  1 
Sangat 
Tidak baik 
  
B. Perceived Benefit  
1. Manfaat informasi 
mengenai Novotel 
Bandung dengan 
mudah 
Sangat Baik 5  4  3  2  1 
Sangat 
Tidak Baik 
2. Manfaat 
promo/diskon yang 
Novotel Bandung 
tawarkan  
Sangat Baik 5  4  3  2  1 
Sangat 
Tidak Baik 
3 Manfaat 
berkomunikasi 
secara langsung 
dengan pihak 
Novotel Bandung 
Sangat Baik 5  4  3  2  1 
Sangat 
Tidak Baik 
C. Enjoyment 
1. Kenyamanan tamu 
menggunakan social 
media Novotel 
Bandung 
Sangat 
Nyaman 
5  4  3  2  1 
Sangat 
Tidak 
Nyaman 
2. Kenyamanan  tamu  
dalam 
mendiskusikan 
suatu produk hotel 
di social media 
Sangat 
Nyaman 
5  4  3  2  1 
Sangat 
Tidak 
Nyaman 
3. Kesenangan tamu 
melihat postingan 
social media 
Novotel Bandung 
Sangat 
Senang 
5  4  3  2  1 
Sangat 
Tidak 
Senang 
D. Accesbility 
1. Kemudahan akses 
tamu untuk 
bergabung dengan 
social media 
Novotel Bandung 
Sangat 
Mudah 
5  4  3  2  1 Sangat Sulit 
  
2. Kemudahan tamu 
untuk mencari 
social media 
Novotel Bandung 
Sangat 
Mudah 
5  4  3  2  1 Sangat Sulit 
3. Kemudahan tamu 
untuk menggunakan 
social media 
Novotel Bandung 
dimanapun dan 
kapanpun 
Sangat 
Mudah 
5  4  3  2  1 Sangat Sulit 
E. Flexibility 
1. Kebebasan tamu 
dalam memilih 
produk dan jasa 
Novotel Bandung   
Sangat 
Bebas 
5  4  3  2  1 
Sangat 
Tidak Bebas 
2. Kemudahan tamu 
ketika merubah 
rencana, 
hari/tanggal dan tipe 
kamar di Novotel 
Bandung 
Sangat 
Mudah 
5  4  3  2  1 
Sangat 
Tidak 
Mudah 
F. Timing 
1. Keputusan untuk 
menginap pada saat 
weekday 
Sangat 
Tinggi 
5  4  3  2  1 
Sangat 
Rendah 
2. Keputusan untuk 
menginap pada saat 
weekend 
Sangat 
Tinggi 
5  4  3  2  1 
Sangat 
Rendah 
3. Keputusan untuk 
menginap pada saat 
adanya event 
Sangat 
Tinggi 
5  4  3  2  1 
Sangat 
Rendah 
G. Location 
1. 
Kemudahan lokasi 
untuk dijangkau 
Sangat 
Mudah 
5  4  3  2  1 Sangat Sulit 
  
2. Kemudahan 
memperoleh 
transpotasi public 
menuju Novotel 
Bandung  
Sangat 
Mudah  
5  4  3  2  1 Sangat Sulit 
3. Kemudahan tamu 
menuju tempat 
wisata 
Sangat 
Mudah 
5  4  3  2  1 Sangat Sulit 
H. Social Composition  
1. 
 
Keterlibatan 
pendapat orang lain 
dalam menentukan 
keputusan menginap 
di Novotel Bandung 
Sangat 
Tinggi 
5  4  3  2  1 
Sangat 
Rendah 
2. Peran kerabat atau 
keluarga dalam 
mengambil 
keputusan menginap 
di Novotel Bandung 
Sangat 
Tinggi 
5  4  3  2  1 
Sangat 
Rendah 
3. Kepercayaan 
terhadap 
rekomendasi orang 
lain mengenai 
produk hotel yang 
diinginkan 
Sangat 
Tinggi 
5  4  3  2  1 
Sangat 
Rendah 
 
 
TERIMAKASIH 
HAVE A NICE DAY 
 
 
 
 
 
 
 
 
 
 
  
Jenis 
Kelamin 
Usia 
Asal 
Tinggal 
Status 
Pendidikan 
Terakhir 
Pekerjaan Penghasilan 
1 3 3 1 3 4 3 
1 2 2 1 4 5 4 
2 2 3 1 2 5 4 
1 3 1 1 3 2 3 
2 1 1 2 3 5 4 
1 3 1 1 4 3 3 
2 3 2 1 3 5 3 
1 2 6 1 1 2 2 
2 4 1 1 3 3 4 
1 4 2 1 1 4 3 
2 3 5 1 2 5 3 
1 2 1 1 3 2 3 
1 3 6 1 2 2 4 
1 2 1 2 3 2 4 
2 2 2 2 1 3 3 
2 2 1 1 1 3 4 
1 3 3 1 4 2 3 
1 3 1 1 3 3 4 
1 4 2 1 1 2 4 
1 2 6 1 2 1 1 
1 3 2 1 3 2 3 
1 2 2 1 2 5 4 
1 2 6 2 3 2 3 
1 4 1 1 3 5 4 
2 2 1 1 3 2 3 
1 2 5 1 4 4 3 
1 3 6 1 3 2 3 
2 2 2 1 3 2 4 
1 2 3 1 1 4 3 
1 3 6 1 1 2 3 
1 3 2 1 3 2 3 
1 3 6 1 4 4 3 
1 1 2 2 3 5 4 
2 2 6 1 1 2 3 
1 2 2 1 2 5 3 
1 4 6 1 3 2 3 
1 2 1 2 1 2 3 
2 2 6 1 3 3 4 
1 3 1 1 2 5 3 
1 3 3 1 1 3 3 
1 2 6 1 1 2 3 
  
2 2 6 1 3 2 3 
1 3 2 1 1 3 3 
2 2 2 2 2 2 4 
2 2 1 2 2 2 3 
1 2 2 1 3 2 4 
2 3 6 1 1 2 3 
1 2 2 1 3 3 3 
1 2 3 1 3 2 3 
1 2 1 2 2 2 4 
2 2 6 1 3 4 3 
1 2 2 1 3 3 4 
1 2 1 1 2 5 3 
2 2 6 1 3 2 3 
2 3 6 1 2 4 3 
2 2 2 1 2 2 3 
2 2 2 2 3 2 3 
1 2 2 1 2 5 3 
1 3 3 1 3 5 4 
1 3 5 1 4 5 4 
1 2 6 1 1 2 3 
1 2 2 1 3 2 2 
2 2 2 1 3 2 3 
1 2 1 1 3 5 2 
2 2 2 1 3 2 4 
1 2 6 1 3 2 4 
1 3 2 1 1 2 3 
1 4 2 1 3 5 4 
1 2 2 1 3 3 3 
1 2 1 2 3 1 1 
1 2 6 1 3 2 3 
1 2 1 1 2 2 3 
2 3 2 1 4 5 3 
1 4 2 1 4 4 4 
1 2 3 1 3 2 3 
2 4 2 1 2 2 2 
2 2 6 1 3 5 4 
1 2 2 1 3 2 2 
2 3 3 1 3 4 3 
1 2 2 1 3 2 4 
1 3 1 1 3 5 4 
1 2 2 1 3 2 3 
1 2 3 1 2 2 3 
1 2 2 1 1 2 3 
  
1 3 2 1 3 2 2 
2 1 3 2 3 3 3 
1 3 2 1 3 5 3 
1 2 6 1 4 3 3 
1 4 5 1 3 2 3 
1 2 2 1 3 2 3 
1 3 4 1 3 2 2 
2 2 1 1 3 3 2 
1 1 3 2 3 4 3 
1 2 2 1 3 5 4 
1 2 3 1 3 5 4 
1 2 2 1 3 2 3 
1 2 2 1 2 5 4 
1 2 6 1 3 3 3 
2 2 1 1 2 5 3 
1 2 4 1 3 2 2 
 
 
 
 
 
 
 
  
Rekan 
Menginap 
Lama 
Menginap 
Pengeluaran 
Membaca 
Opini 
Sumber 
Sumber 
Informasi  
Social Media 
Aktif 
Lama 
Penggunaan 
1 1 1 1 3 1 4 2 
3 1 1 1 2 2 4 3 
1 1 1 1 3 1 4 3 
3 1 1 1 3 3 3 2 
3 1 1 1 2 3 4 3 
3 1 1 1 3 3 3 1 
1 2 2 1 3 1 3 3 
2 1 1 1 3 2 1 1 
3 1 1 1 2 3 4 2 
1 2 2 1 2 1 3 1 
1 2 2 1 2 1 4 3 
2 1 1 1 3 1 4 2 
1 2 2 1 3 3 3 1 
3 1 1 1 2 3 4 2 
1 2 1 1 3 1 4 3 
3 1 1 1 3 1 4 3 
1 2 2 1 2 3 3 1 
3 1 1 1 3 3 3 1 
1 2 2 1 3 1 4 1 
1 1 1 1 3 1 4 2 
1 2 2 1 1 1 3 1 
1 1 1 1 3 1 3 1 
3 1 1 1 1 1 4 2 
3 1 1 1 3 3 3 1 
2 1 1 1 3 1 4 3 
  
1 2 2 1 2 1 3 1 
1 1 1 1 1 1 3 1 
1 1 1 1 3 1 4 2 
1 1 1 1 3 2 3 2 
1 2 2 1 2 1 3 1 
2 1 1 1 3 3 3 2 
1 1 2 1 3 1 4 2 
2 1 1 1 3 1 3 2 
1 1 1 1 1 1 4 3 
1 1 1 1 3 1 3 2 
3 1 1 1 3 3 1 1 
2 1 1 1 3 1 4 2 
3 1 1 1 3 1 4 2 
3 1 1 1 2 1 3 1 
1 1 1 1 3 1 4 1 
1 2 1 1 2 1 3 1 
2 1 1 1 3 1 4 3 
1 1 1 1 1 1 3 2 
3 1 1 1 2 1 4 2 
1 1 1 1 2 1 4 3 
1 1 1 1 3 1 4 1 
1 1 1 1 1 1 3 2 
1 1 1 1 3 1 3 2 
1 1 1 1 3 1 3 2 
1 1 1 1 2 1 4 2 
1 1 1 1 3 1 4 3 
3 1 1 1 3 1 3 1 
1 1 1 1 3 1 3 2 
  
1 1 1 1 3 1 3 1 
1 1 1 1 3 1 3 2 
1 1 1 1 2 1 3 2 
2 1 1 1 3 1 4 2 
1 1 1 1 3 1 3 1 
3 1 1 1 1 1 1 1 
3 2 2 1 1 1 4 2 
1 1 1 1 3 1 1 1 
1 1 1 1 3 1 3 1 
3 1 1 1 3 1 4 2 
3 1 1 1 2 1 3 1 
1 2 1 1 3 1 4 2 
3 1 1 1 2 1 3 1 
3 1 1 1 1 1 4 1 
3 1 1 1 3 3 1 1 
3 1 1 1 3 1 4 1 
3 1 1 1 3 1 4 2 
1 2 1 1 3 1 4 2 
3 1 1 1 3 1 4 1 
1 2 2 1 3 1 4 3 
3 3 3 1 2 1 4 1 
1 1 1 1 3 1 2 1 
1 1 1 1 3 3 4 2 
3 1 1 1 3 1 3 2 
1 1 1 1 3 1 3 2 
1 1 1 1 3 3 3 2 
1 1 1 1 3 1 3 1 
1 1 1 1 2 1 2 1 
  
3 1 1 1 2 1 3 1 
1 1 1 1 3 1 1 1 
1 1 1 1 3 1 3 1 
1 2 2 1 3 1 4 1 
1 1 1 1 3 1 4 2 
3 1 1 1 3 3 3 1 
3 1 1 1 3 1 3 1 
1 3 3 1 2 1 3 1 
1 1 1 1 3 1 4 2 
1 2 1 1 3 1 4 1 
3 1 1 1 3 3 4 2 
3 1 1 1 3 1 4 2 
3 1 1 1 3 3 4 1 
1 1 1 1 3 1 4 2 
1 1 1 1 3 1 3 2 
3 1 1 1 1 1 3 2 
1 1 1 1 3 3 3 1 
3 1 1 1 3 1 4 2 
3 1 1 1 2 1 4 2 
 
 
 
  
Social Media Networks 
Trust Perceived Benefit Enjoyment Accessibility 
4 3 4 4 3 2 3 4 5 3 3 3 
3 3 3 3 4 3 5 4 5 4 4 4 
3 4 4 3 3 2 2 2 1 3 4 4 
3 4 3 3 4 3 4 4 4 3 4 3 
3 3 3 3 3 1 3 2 5 3 4 4 
4 3 2 1 2 3 4 1 3 3 4 4 
2 3 3 2 2 3 4 4 4 4 3 3 
3 2 3 4 4 3 5 5 5 4 4 4 
2 3 2 4 3 3 4 4 4 4 3 3 
3 2 3 2 3 3 2 2 3 3 4 3 
4 3 4 3 4 4 2 5 5 3 3 3 
3 4 5 3 3 2 2 2 1 3 4 3 
4 4 3 3 4 4 5 5 5 4 3 3 
3 2 3 3 2 1 4 3 4 3 4 3 
3 3 4 4 4 4 3 3 3 4 3 3 
4 4 2 4 3 3 5 5 5 4 4 4 
2 3 2 3 4 4 5 5 5 2 2 1 
3 2 3 3 4 4 4 4 4 4 3 3 
4 3 3 3 4 4 2 2 2 4 3 3 
4 3 4 3 3 3 4 4 4 4 4 4 
4 4 4 4 5 4 4 4 4 5 4 4 
3 3 4 3 2 1 3 3 4 3 4 3 
4 3 3 5 4 4 4 4 4 3 4 4 
5 5 5 3 4 4 4 4 4 4 4 4 
3 3 2 4 4 4 3 3 3 4 3 3 
3 3 3 4 3 4 2 2 1 3 4 4 
4 4 4 4 4 4 4 4 3 4 3 3 
4 3 3 4 3 4 3 2 1 1 2 2 
5 5 5 5 4 4 4 4 4 3 4 4 
4 4 4 3 3 4 4 4 5 3 3 3 
4 5 3 3 4 3 4 4 5 3 4 4 
4 3 2 2 3 4 5 4 4 4 3 3 
3 2 2 4 3 4 3 3 3 4 3 3 
3 4 4 4 3 4 4 4 4 4 3 3 
2 3 3 3 3 3 3 3 4 3 3 4 
3 4 4 4 4 4 3 3 5 3 4 3 
4 3 4 3 4 4 3 3 3 4 3 2 
3 2 3 3 4 3 3 3 3 3 2 3 
4 3 4 3 4 4 1 2 2 4 5 4 
5 4 3 3 4 4 5 3 3 2 3 4 
  
3 4 4 4 3 3 5 4 5 1 2 2 
2 3 4 4 4 4 4 3 4 4 5 4 
3 2 3 4 3 3 5 4 5 3 2 1 
5 4 3 3 4 3 4 4 4 4 4 5 
4 3 3 3 3 3 4 4 4 2 3 3 
3 3 2 3 4 3 4 4 4 3 4 3 
3 3 4 4 3 3 3 2 3 3 4 3 
4 3 3 4 3 3 5 5 5 3 3 4 
3 3 2 4 3 3 3 3 3 1 2 1 
2 3 3 3 3 4 5 5 5 2 3 3 
3 2 2 3 4 3 5 5 5 2 3 3 
4 2 3 4 3 2 5 3 5 3 2 2 
3 4 3 3 2 3 5 5 5 3 3 3 
3 4 4 4 5 4 4 5 4 4 4 4 
4 3 3 2 3 4 5 1 2 3 4 4 
4 3 2 1 2 2 5 4 5 4 3 3 
2 2 3 4 5 4 5 4 4 3 4 4 
3 2 2 3 2 1 5 4 5 3 3 3 
4 4 5 4 4 5 5 4 4 3 3 3 
3 3 4 2 3 3 4 4 4 4 3 3 
4 4 3 3 4 3 3 4 4 3 4 4 
4 3 4 3 4 3 4 4 4 4 3 3 
5 4 3 3 3 4 5 5 5 3 3 4 
4 4 2 1 2 1 3 4 3 2 3 3 
4 4 3 2 3 3 5 5 5 3 3 2 
4 3 3 2 3 3 4 4 5 4 3 3 
3 3 3 3 2 2 5 3 4 4 3 3 
4 3 2 3 3 3 5 3 5 4 3 3 
4 4 4 4 4 4 4 4 3 3 3 4 
5 4 3 3 4 4 4 4 4 3 4 3 
4 3 4 4 3 3 4 4 4 4 3 2 
3 4 2 3 4 4 3 2 3 3 2 3 
3 3 4 3 3 3 5 5 5 4 5 4 
4 3 4 3 3 3 3 3 3 2 3 4 
3 3 3 4 3 3 5 5 5 1 2 2 
4 3 4 3 4 4 5 5 5 4 5 4 
4 3 4 4 3 3 5 3 5 3 2 1 
4 3 3 3 3 4 5 5 5 4 4 5 
4 3 3 2 3 3 4 5 4 2 3 3 
3 2 2 3 3 2 5 1 2 3 4 3 
3 3 4 4 3 3 5 4 5 3 4 3 
3 3 3 3 4 3 5 4 4 3 3 4 
3 4 4 4 3 3 5 4 5 1 2 1 
  
5 4 3 4 4 4 5 4 4 2 3 3 
3 2 3 2 2 1 4 4 4 2 3 3 
4 3 4 4 3 3 3 4 4 3 2 2 
3 2 3 4 3 3 4 4 4 3 3 3 
3 2 2 4 4 4 5 5 5 4 4 4 
3 4 3 5 4 4 4 5 4 3 4 4 
4 3 4 3 4 3 5 1 2 4 3 3 
4 3 4 3 4 4 5 4 5 3 4 4 
5 4 4 4 4 4 5 4 4 3 3 3 
4 3 3 4 3 3 5 4 5 3 3 3 
4 3 4 3 4 4 5 4 4 4 3 3 
4 3 4 4 3 3 4 4 4 3 4 4 
4 3 2 1 2 2 2 2 1 4 3 3 
4 3 4 3 4 4 5 5 5 3 3 4 
5 4 3 3 3 3 4 3 4 2 3 3 
4 3 3 3 4 4 3 3 3 3 3 2 
3 2 3 4 3 3 5 5 5 4 3 3 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
  
Keputusan Menginap 
Flexibility Timing Location Social Composition 
4 4 5 4 3 2 4 3 2 3 2 
3 1 4 4 2 4 3 4 3 2 4 
3 4 4 2 2 2 3 3 2 2 2 
4 4 3 3 3 2 3 4 3 3 2 
2 1 4 1 1 3 1 3 1 3 3 
2 2 3 1 3 3 1 2 3 3 3 
3 3 3 2 2 3 1 2 3 1 1 
4 4 4 3 4 2 3 4 3 3 3 
3 2 4 3 2 3 4 3 2 3 3 
3 3 3 2 3 3 2 3 3 3 4 
4 3 3 4 3 4 3 4 4 2 3 
3 2 4 2 3 2 3 3 2 4 2 
4 4 4 3 4 3 3 4 4 4 4 
2 1 3 3 2 1 3 2 1 1 1 
4 3 4 3 3 4 3 4 4 4 4 
3 3 3 4 3 3 4 3 3 3 3 
4 4 4 3 4 3 3 4 4 4 4 
3 5 3 3 4 1 3 4 4 3 4 
4 4 3 3 4 4 3 4 4 4 4 
4 4 4 3 3 4 3 3 3 4 3 
5 5 4 4 4 4 4 5 4 4 4 
2 2 4 3 1 3 3 2 1 1 1 
4 4 4 5 3 3 5 4 3 4 4 
4 4 5 3 4 4 3 4 4 4 4 
4 4 4 4 4 3 4 4 4 4 4 
4 4 5 4 4 3 4 3 4 4 4 
3 3 3 4 4 4 4 4 4 4 4 
4 4 3 4 4 3 4 3 4 4 4 
3 5 5 5 4 4 5 4 4 4 4 
3 4 4 3 4 3 3 3 4 4 4 
2 2 3 4 3 4 4 4 3 5 3 
2 4 3 2 4 4 2 3 4 4 4 
4 3 4 4 4 3 4 3 4 3 4 
4 4 4 4 4 4 4 3 4 4 4 
4 4 3 3 3 4 3 3 3 4 3 
2 3 3 4 4 4 4 4 4 4 4 
3 4 4 3 4 4 3 4 4 4 4 
3 2 4 3 3 4 3 4 3 3 3 
4 4 3 3 4 4 3 4 4 4 4 
2 1 3 3 4 4 3 4 4 4 4 
  
5 4 4 4 3 4 4 3 3 4 3 
4 4 5 4 4 4 4 4 4 5 4 
2 4 3 4 3 5 4 3 3 4 3 
4 4 3 3 3 4 3 4 3 3 3 
3 3 3 3 3 3 3 3 3 3 3 
4 5 4 3 3 4 3 4 3 4 3 
4 3 4 4 2 4 4 3 2 4 3 
4 4 3 4 3 4 4 3 3 4 3 
4 3 4 4 3 4 4 3 3 2 3 
4 3 4 3 4 4 3 3 4 3 4 
3 4 2 3 3 4 3 4 3 4 3 
4 4 3 4 2 4 4 3 2 3 2 
4 3 3 3 3 3 3 2 3 4 3 
4 3 5 4 4 4 4 5 4 4 4 
4 4 3 2 4 2 2 3 4 4 4 
1 2 2 1 2 4 1 2 2 1 2 
4 4 5 4 4 5 4 5 4 4 4 
2 2 1 2 1 4 2 2 1 3 1 
5 4 5 4 5 4 4 4 5 4 5 
3 2 4 2 3 3 2 3 3 3 3 
4 3 4 3 3 4 3 4 3 3 3 
4 4 3 3 3 3 3 4 3 4 3 
4 5 5 3 4 4 3 3 4 4 4 
3 2 3 1 1 1 1 2 1 3 1 
3 4 2 2 3 3 2 3 3 3 3 
3 2 4 2 3 2 2 3 3 3 3 
4 2 4 3 2 2 3 2 2 2 2 
4 4 4 3 3 4 3 3 3 4 3 
4 3 3 4 4 4 4 4 4 2 4 
4 4 5 3 4 4 3 4 4 3 4 
4 3 4 4 3 4 4 3 3 4 3 
5 5 4 3 4 4 3 4 4 4 4 
4 4 4 3 4 4 3 3 4 4 3 
4 3 4 3 3 4 3 3 3 3 3 
4 4 5 4 3 3 4 3 3 3 3 
4 5 4 3 4 4 3 4 4 2 4 
3 2 4 4 3 4 4 3 3 4 3 
4 4 4 3 4 4 3 3 4 4 4 
4 3 4 2 3 4 2 3 3 4 3 
3 4 3 3 2 4 3 3 2 3 2 
5 3 3 4 3 3 4 3 3 4 3 
4 4 4 3 3 4 3 4 3 3 3 
5 4 5 4 2 4 4 3 2 4 3 
  
4 5 5 4 4 5 4 4 4 5 4 
3 2 3 2 1 3 2 2 1 2 1 
3 4 4 4 3 4 4 3 3 3 3 
4 4 2 4 3 4 4 3 3 3 3 
4 4 4 4 4 3 4 4 4 4 4 
4 3 3 5 4 4 5 4 4 4 4 
4 4 4 3 2 4 3 4 2 3 3 
5 4 4 3 3 4 3 4 3 4 4 
5 4 5 5 4 5 5 4 4 4 4 
4 4 5 4 3 5 4 3 3 4 3 
4 3 3 3 4 4 3 4 4 4 4 
5 5 4 4 3 5 4 3 3 5 3 
3 4 3 1 2 3 1 2 2 4 2 
4 4 4 3 4 4 3 4 4 4 4 
3 4 4 2 3 3 2 3 3 3 3 
2 4 3 3 2 4 3 4 2 4 4 
3 4 2 4 2 4 4 3 2 3 3 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
  
Uji Validitas dan Reliabilitas Social Media Networks 
Uji Validitas 
a. Trust  (X1) 
Correlations 
 item1 item2 item3 totalx1 
item1 
Pearson Correlation 1 .394* .445* .738** 
Sig. (2-tailed)  .031 .014 .000 
N 30 30 30 30 
item2 
Pearson Correlation .394* 1 .703** .855** 
Sig. (2-tailed) .031  .000 .000 
N 30 30 30 30 
item3 
Pearson Correlation .445* .703** 1 .873** 
Sig. (2-tailed) .014 .000  .000 
N 30 30 30 30 
totalx1 
Pearson Correlation .738** .855** .873** 1 
Sig. (2-tailed) .000 .000 .000  
N 30 30 30 30 
*. Correlation is significant at the 0.05 level (2-tailed). 
**. Correlation is significant at the 0.01 level (2-tailed). 
 
b. Perceived Benefit (X2) 
Correlations 
 item4 item5 item6 totalx2 
item4 
Pearson Correlation 1 .538** .612** .854** 
Sig. (2-tailed)  .002 .000 .000 
N 30 30 30 30 
item5 
Pearson Correlation .538** 1 .500** .814** 
Sig. (2-tailed) .002  .005 .000 
N 30 30 30 30 
item6 
Pearson Correlation .612** .500** 1 .842** 
Sig. (2-tailed) .000 .005  .000 
N 30 30 30 30 
totalx2 
Pearson Correlation .854** .814** .842** 1 
Sig. (2-tailed) .000 .000 .000  
N 30 30 30 30 
**. Correlation is significant at the 0.01 level (2-tailed). 
 
 
 
 
 
 
 
 
  
c. Enjoyment (X3)  
Correlations 
 item7 item8 item9 totalx3 
item7 
Pearson Correlation 1 .751** .576** .911** 
Sig. (2-tailed)  .000 .001 .000 
N 30 30 30 30 
item8 
Pearson Correlation .751** 1 .426* .848** 
Sig. (2-tailed) .000  .019 .000 
N 30 30 30 30 
item9 
Pearson Correlation .576** .426* 1 .792** 
Sig. (2-tailed) .001 .019  .000 
N 30 30 30 30 
totalx3 
Pearson Correlation .911** .848** .792** 1 
Sig. (2-tailed) .000 .000 .000  
N 30 30 30 30 
**. Correlation is significant at the 0.01 level (2-tailed). 
*. Correlation is significant at the 0.05 level (2-tailed). 
 
d. Accesbility (X4) 
Correlations 
 item10 item11 item12 totalx4 
item10 
Pearson Correlation 1 .567** .749** .885** 
Sig. (2-tailed)  .001 .000 .000 
N 30 30 30 30 
item11 
Pearson Correlation .567** 1 .612** .830** 
Sig. (2-tailed) .001  .000 .000 
N 30 30 30 30 
item12 
Pearson Correlation .749** .612** 1 .904** 
Sig. (2-tailed) .000 .000  .000 
N 30 30 30 30 
totalx4 
Pearson Correlation .885** .830** .904** 1 
Sig. (2-tailed) .000 .000 .000  
N 30 30 30 30 
**. Correlation is significant at the 0.01 level (2-tailed). 
 
 
 
 
 
 
 
 
  
 
 
e. Keputusan Menginap 
Correlations 
 item13 item14 item15 item16 item17 item18 item19 item20 item21 item22 item23 totaly 
item13 
Pearson Correlation 1 .642** .521** .405* .726** .521** .548** .463** .717** .405* .667** .824** 
Sig. (2-tailed)  .000 .003 .027 .000 .003 .002 .010 .000 .027 .000 .000 
N 30 30 30 30 30 30 30 30 30 30 30 30 
item14 
Pearson Correlation .642** 1 .398* .415* .496** .398* .431* .346 .683** .415* .639** .731** 
Sig. (2-tailed) .000  .030 .023 .005 .030 .017 .061 .000 .023 .000 .000 
N 30 30 30 30 30 30 30 30 30 30 30 30 
item15 
Pearson Correlation .521** .398* 1 .352 .351 1.000** .680** .137 .357 .352 .448* .695** 
Sig. (2-tailed) .003 .030  .056 .057 .000 .000 .471 .053 .056 .013 .000 
N 30 30 30 30 30 30 30 30 30 30 30 30 
item16 
Pearson Correlation .405* .415* .352 1 .531** .352 .190 .418* .373* 1.000** .804** .732** 
Sig. (2-tailed) .027 .023 .056  .003 .056 .314 .022 .042 .000 .000 .000 
N 30 30 30 30 30 30 30 30 30 30 30 30 
item17 
Pearson Correlation .726** .496** .351 .531** 1 .351 .334 .472** .507** .531** .727** .754** 
Sig. (2-tailed) .000 .005 .057 .003  .057 .071 .008 .004 .003 .000 .000 
N 30 30 30 30 30 30 30 30 30 30 30 30 
item18 
Pearson Correlation .521** .398* 1.000** .352 .351 1 .680** .137 .357 .352 .448* .695** 
Sig. (2-tailed) .003 .030 .000 .056 .057  .000 .471 .053 .056 .013 .000 
N 30 30 30 30 30 30 30 30 30 30 30 30 
item19 
Pearson Correlation .548** .431* .680** .190 .334 .680** 1 .237 .366* .190 .427* .632** 
Sig. (2-tailed) .002 .017 .000 .314 .071 .000  .207 .047 .314 .019 .000 
N 30 30 30 30 30 30 30 30 30 30 30 30 
item20 
Pearson Correlation .463** .346 .137 .418* .472** .137 .237 1 .511** .418* .623** .597** 
Sig. (2-tailed) .010 .061 .471 .022 .008 .471 .207  .004 .022 .000 .001 
N 30 30 30 30 30 30 30 30 30 30 30 30 
item21 
Pearson Correlation .717** .683** .357 .373* .507** .357 .366* .511** 1 .373* .596** .727** 
Sig. (2-tailed) .000 .000 .053 .042 .004 .053 .047 .004  .042 .001 .000 
N 30 30 30 30 30 30 30 30 30 30 30 30 
item22 
Pearson Correlation .405* .415* .352 1.000** .531** .352 .190 .418* .373* 1 .804** .732** 
Sig. (2-tailed) .027 .023 .056 .000 .003 .056 .314 .022 .042  .000 .000 
N 30 30 30 30 30 30 30 30 30 30 30 30 
  
item23 
Pearson Correlation .667** .639** .448* .804** .727** .448* .427* .623** .596** .804** 1 .898** 
Sig. (2-tailed) .000 .000 .013 .000 .000 .013 .019 .000 .001 .000  .000 
N 30 30 30 30 30 30 30 30 30 30 30 30 
totaly 
Pearson Correlation .824** .731** .695** .732** .754** .695** .632** .597** .727** .732** .898** 1 
Sig. (2-tailed) .000 .000 .000 .000 .000 .000 .000 .001 .000 .000 .000  
N 30 30 30 30 30 30 30 30 30 30 30 30 
**. Correlation is significant at the 0.01 level (2-tailed). 
*. Correlation is significant at the 0.05 level (2-tailed). 
 
 
Uji Reliabilitas 
a. Social Media Networks (X) 
Reliability Statistics 
Cronbach's 
Alpha 
N of Items 
.781 12 
 
b. Keputusan Menginap 
Reliability Statistics 
Cronbach's 
Alpha 
N of Items 
.912 11 
 
 
  
One-Sample Kolmogorov-Smirnov Test 
 Unstandardized 
Residual 
N 100 
Normal Parametersa,b 
Mean 0E-7 
Std. Deviation 2.82274080 
Most Extreme Differences 
Absolute .054 
Positive .054 
Negative -.051 
Kolmogorov-Smirnov Z .536 
Asymp. Sig. (2-tailed) .936 
a. Test distribution is Normal. 
b. Calculated from data. 
 
Uji Asumsi Heterokedastisitas 
Coefficientsa 
Model Unstandardized Coefficients Standardized 
Coefficients 
t Sig. 
B Std. Error Beta 
1 
(Constant) 1.363 1.385  .984 .328 
totalx1 -.012 .087 -.015 -.137 .891 
totalx2 .001 .083 .001 .011 .991 
totalx3 -.017 .072 -.024 -.232 .817 
totalx4 .120 .078 .158 1.529 .130 
a. Dependent Variable: RES2 
 
Uji Asumsi Multikolinearitas 
Coefficientsa 
Model Unstandardized Coefficients Standardized 
Coefficients 
t Sig. Collinearity 
Statistics 
B Std. Error Beta Tolerance VIF 
1 
(Constant) 3.625 2.338  1.550 .124   
totalx1 .394 .147 .118 2.687 .009 .900 1.111 
totalx2 2.747 .140 .869 
19.61
8 
.000 .884 1.131 
totalx3 .170 .122 .058 1.392 .167 .983 1.018 
totalx4 -.098 .132 -.031 -.739 .461 .963 1.039 
a. Dependent Variable: totaly 
 
Uji Asumsi Autokorelasi 
      Model Summaryb 
Model Durbin-Watson 
1 1.648 
a. Predictors: (Constant), totalx4, totalx3, totalx1, totalx2 
b. Dependent Variable: totaly 
  
Uji Asumsi Linearitas 
ANOVA Table 
 Sum of 
Squares 
df Mean 
Square 
F Sig. 
totaly * 
TotalX 
Between 
Groups 
(Combined) 84.866 94 .903 11.606 .006 
Linearity 34.520 1 34.520 443.749 .000 
Deviation from 
Linearity 
50.346 93 .541 6.959 .019 
Within Groups .389 5 .078   
Total 85.255 99    
 
Uji Asumsi Korelasi dan Koefisien Determinasi 
                                      Model Summaryb 
Model R R Square Adjusted R 
Square 
Std. Error of the 
Estimate 
1 .914a .835 .828 2.882 
a. Predictors: (Constant), totalx4, totalx3, totalx1, totalx2 
b. Dependent Variable: totaly 
 
Uji Signifikasi secara Simultan (Uji F) 
ANOVAa 
Model Sum of 
Squares 
df Mean Square F Sig. 
1 
Regression 3997.837 4 999.459 120.368 .000b 
Residual 788.819 95 8.303   
Total 4786.656 99    
a. Dependent Variable: totaly 
b. Predictors: (Constant), totalx4, totalx3, totalx1, totalx2 
 
Uji Signifikasi secara Parsial (Uji T) 
Coefficientsa 
Model Unstandardized Coefficients Standardized 
Coefficients 
t Sig. Collinearity 
Statistics 
B Std. Error Beta Tolerance VIF 
1 
(Constant) 3.625 2.338  1.550 .124   
totalx1 .394 .147 .118 2.687 .009 .900 1.111 
totalx2 2.747 .140 .869 
19.61
8 
.000 .884 1.131 
totalx3 .170 .122 .058 1.392 .167 .983 1.018 
totalx4 -.098 .132 -.031 -.739 .461 .963 1.039 
a. Dependent Variable: totaly 
 
 
 
  
 
  
 
  
 
  
 
 
  
 
  
  
  
 
  
 
  
 
  
 
 
